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Buy: Based on a current 12- month view ,of total share- 
holder return [TSR = percentage change in share price 
from current price to projected target price plus prc- 
iected dividend vield 1 . w e  recommend that investors 
buy the stock. 
Sell: Based on a current 1Zmonth view of total share 
holder return, we recommend that investors sell the 
stock 
Hold We take a neutral view on the stock 12-months 

out and. based an this time horizon. do not recommend BUY Hold Sell 
either a Buy or Sell. 
Notes: 
1. Newly issued research recommendations and target 
prices always supersede previously published research. 
2. Ratings definitions prior to 27 January. 2007 were: 

Buy: Expected total return (including dividends) of 
10% or more over a 1Zmonth period 
Hold: Expected total return (including dividends) 
between-10% and 10% overa 12-month period 
Sell: Expected total return (including dividends) of - 
10% or worse over a 12-month period 

MCompanies Covered MCos. wlbnking Relationship 

North American Universe 
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Regulatory Disclosures 

SOLAR Disclosure 
For select companies, Deutsche Bank equity research analysts may identify shorter-term trade opportunities that are 
consistent or inconsistent with Deutsche Bank's existing longer term ratings. This information is made available only to 
Deutsche Bank clients. who may access it through the SOlAR stock list, which can be found at http://gm.db.com 

Disclosures required by United States laws and regulations 
See company-specific disclosures above for any of the following disclosures required for covered companies referred to in 
this report: acting as a financial advisor, mariager or co-manager in a pending transaction; 1% or other ownership; 
compensation for certain services; types of client relationships; managedlcomanaged public offerings in prior penods; 
directorships; market making andlor specialist role. 

The following are additional required disclosures: 
Ownership and Material Conflicts of interest: DBSl prohibits its analysts. persons reporting to analysts and members of their 
households from owning securities of any company in the analyst's area of coverage. 
Analyst compensation: Analysts are paid in part based on the profitability of DBSI. which includes investment banking 
revenues. 
Analyst as Officer or Director: DBSl policy prohibits its analysts, persons reporting to analysts or members of their households 
from serving as an officer. director, advisow board member or employee of any company in the analyst's area of coverage. 
Distribution of ratings: See the distribution of ratings disclosure above. 
Price Chart: See the price chart, with changes of ratings and price targets in prior periods, above, or, if electronic format or if 
with respect to multiple companies which are the subject of this report, on the DBSl website at http:llgm.db.com. 

Additional disclosures required under the laws and regulations of jurisdictions other 
than the United States 
The following disclosures are those required by the jurisdiction indicated, in addition to those already made pursuant to United 
States laws and regulations. 
Analyst compensation: Analysts are paid in part based on the profitability of Deutsche Bank AG and its affiliates, which 
includes investment banking revenues 
Australia: This research, and any access to it, i:s intended only for 'wholesale clients' within the meaning of the Australian 
Corporations Act. 
E U  A general description of how Deutsche Bank AG identifies and manages conflicts of interest in Europe is contained in our 
public facing policy for managing conflicts of interest in connection with investment research. 
Germany: See company-specific disclosures above for (il any net short position, (iil any trading positions (iiil holdings of five 
percent or more of the share capital. In order to prevent or deal with conflicts of interests Deutsche Bank AG has 
implemented the necessary oiganisational procedures to comply with legal requirements and regulatory decrees. Adherence 
to these procedures is monitored by the Compliance-Department. 
Hong Kong: See http:/lgm.db.com for companyspecific disclosures required under Hong Kong regulations in connection with 
this research report. Disclosure #5 includes an associate of the research analyst. Disclosure #6, satisfies the disclosure of 
financial interests for the purposes of paragraph 16.5tal of the SFC's Code of Conduct (the 'Code'l. The 1 % or more interests 
is calculated as of the previous month end. Disclosures #? and #8 combined satisfy the SFC requirement under paragraph 
16.5ld) of the Code to disclose an investment banking relationship. 
Japan: See company-specific disclosures as to any applicable disclosures required by Japanese stock exchanges, the 
Japanese Securities Dealers Association or the Japanese securities Finance Company. 
Russia: The information. interpretation and opiriions submitted herein are not in the context of. and do not constitute, any 
appraisal or evaluation activity requiring a licence in the Russian Federation. 
South Africa: Publisher: Deutsche Securities (Ptyl Ltd. 3 Exchange Square, 87 Maude Street, Sandton. 2196. South Africa. 
Author: As referred to on the front cover. All rights reserved. When quoting. please cite Deutsche Securities Research as the 
source. 
Turkey: The information, interpretation and advice submitted herein are not in the context of an investment consultanw 
sewice. Investment consultancy services are provided by brokerage firms, portfolio management companies and banks that 
are not authorized to accept deposits through an investment consultancy agreement to be entered into such corporations and 
their clients. The interpretation and advices herein are submitted on the basis of personal opinion of the relevant interpreters 
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and consultants. Such opinion may not fit your financial situation and your profitJisk preferences~ Accordingly. investment 
decisions solely based on the information herein may not result in expected outcomes. 
United Kingdom: Persons who would be categorized as private customers in the United Kingdom. as such term is defined in 
the rules of the Financial Sewices Authority. should read this research in conjunnion with prior Deutsche Bank AG research on 
the companies which are the subject of this research. 
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From: Susan_Beibe@discovery.com 
Sent: 5/14/2007 5:50:18 PM 
To: 
C C  
Subject: COX COMMUNICATIONS AND DISCOVERY COMMUNICATIONS COMPLETE EXCHANGE OF 
COX’S OWNERSHIP STAKE 

N E W S  R E L E A S E  

FOR IMMEDIATE RELEASE 
May 14,2007 

Contacts: Cox Communications: 
David Grabert, david.grabert@cox.com, 404-269-7054 

Discovery Communications: 
Michelle Russo, Michelle-Russo@Discoveq.com, 240-662-2901 

COX COMMUNICATIONS AND DISCOVERY COMMUNICATIONS 
COMPLETE EXCHANGE OF COY3 OWNERSHIP STAKE 

Cox Now Owns Travel Channel and TravelChannel.com 

ATLANTA, GA and SILVER SPRWG, MD - Cox Communications, Inc. and Discovery Communications announced 
today that they have completed the exchange of Cox’s 25% stake inDiscovery for Travel Media, Inc., the company that 
owns Travel Channel and TravelChannel.com. Travel Media also holds approximately $1.3 billion in cash. 

“We are excited to finalize the deal and to convert our ownership position in Discovery to such a strong operating asset 
as Travel Channel,” said Cox Communications President Pat Esser. “We are enthusiastic about its tremendous growth 
prospects and opportunities to leverage its powerful content across the businesses and services of Cox Communications 
and our parent company, Cox Enterprises. Throughout our due diligence, we have gotten to know Pat Younge and his 
team at Travel Channel very well. We’re impressed with their operations expertise and strategic vision for the business 
and look forward to working with them closely as they continue building its impressive ratings and content. This is a 
strong network for video distributors and a popular one among viewers, and we’re committed to continuing and 
enhancing its value.” 

Esser continued, “As a founding investor in Discovery Communications, we have been delighted with its phenomenal 
growth over the past two decades. I’m impressed with David Zaslav’s vision for Discovery and am confident it will 
continue to be one of the most successful programming brands in the world over the decades to come.” 

“On behalf of John Hendricks and Discovery’s worldwide workforce, we want to thank Jim Robbins, Pat Esser and all 
of the executives at Cox for their leadership and guidance over the past 20 years,” said David Zaslav, President and 
CEO of Discovery Communications. “They have been outstanding shareholders, and we wish them and the Travel 
Channel team nothing but success in the future.” 

Cox and Discovery announced their letter of intent concerning the transaction March 29. Travel Media’s ownership of 
Antenna Audio was initially part of the deal, hut was later excluded by mutual agreement of the two parties. With the 
transaction complete, two-thirds of Discovery Communications is owned by Discovery Holding Company and the 
remaining one-third is owned by Advance/Newhouse Communications. 

The transadon will not result in any significant changes in the governance rights of Discovery Holding Company or 
AdvanceMewhouse Communications because most matkrs iequiring action by the owners of Discovery 
Communications require an 80% vote. 

DHC.I.D.0000191 



About Cox Communications, Inc. 
Cox Communications is a multi-service broadband communications and entertainment company with more than 6 
million total residential and commercial customers. The third-largest cable television company in the United States, 
Cox offers an array of advanced digital video, high-speed Internet and telephony services over its own nationwide IP 
netwok as well as integrated wireless services in partnership with Sprint (NYSE: S). Cox Business Services is a full- 
service, facilities-based provider of communications solutions for commercial customers, providing high-speed 
Internet, voice and long distance services, as well as data and video @ansport services for small to large-sized 
businesses. Cox Media offers national and local cable advertising in traditional spot and new media formats, along with 
promotional opportunities and production services. Cox owns and operates Travel Channel and TravelChannel.com. 
More information about the services of Cox Communications, a wholly owned subsidiary of Cox Enterprises, is 
available at www.cox.com, www.coxbusiness.com, and www.coxmedia.com. 

About Discovery Communications 
Discovery Communications is the number-one nonfiction media company reaching more than 1.5 billion cumulative 
subscribers in over 170 countries. Through TV and digital media, Discovery's 100-plus worldwide networks include 
Discovery Channel, TLC, Animal Planet, Discovery Health, The Science Channel, and Discovery HD Theater. 
Discovery Communications is owned by Discovery Holding Co. (NASDAQ: DISCA, DISCB), Advancrnewhouse 
Communications and John S. Hendricks, Discovery's founder and chairman. For more information please visit 
www.discovery.com. 

# # #  

This e-mail, and any attachment, is intended only for the person or entity to which it is addressed and may contain 
confidential and/or privileged material. Any review, re-transmission, copying, dissemination or other use of this 
information by persons or entities other than the intended recipient is prohibited. If you received this in error, please 
contact the sender and delete the material from any computer. The contents of this message may contain personal views 
which are not the views of Discovery Communications, Inc. (DCI). 
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From: Greenfield, Rich (NYC) 
Sent: 6/11/2007 11:42:41 AM 
To: 
Cc: 
Subject: DISCA (BUY, $28.50): Holding Company Structure May Collapse In Near Future 

Pali Research 

June 11,2007 

Discovety Holding Co. (DISCA) 

Holding Company Structure May Collapse In Near Future 

Richard Greenfield (212) 259-5176 rgreenfield@pdicapital.com 

Mark D. Smaldon (212) 259-5185 msmaldon@palicapita.com 

IMPORTANT DISCLOSURES AND ANALYST’S CERTIFICATION APPEAR IN APPENDM 

While our BUY rating on DISCA is premised on the rapid growth prospects we foresee for Discovery Communications 
Inc. (currently 2/3 owned by DISCA), we believe the collapsing of DISCAs holding company structure could 
accelerate the realization of our target price. Following a consolidation ofNewhouse’s 113 stake into DISCA, DISCA 
would finally be able to optimize its capital structure (increase leverage 1-2 turns at least) to take advantage of its 
strong free cash flow (minimal cap/ex requirements at DCI). In addition, if DISCA was fully-consolidated, we believe 
the company would be a leading acquisition target for a wide range of media companies looking to own a global, 
content creation company, with margins well below industry levels (and whose earnings growth is just beginning to 
reaccelerate). 

While the timing of a consolidation of Newhouse’s stake in DCI is uncertain, we sense the timing could be in the near 
future. 

. 
occumng on July 21, 2005. While there do not appear to be explicit tax rules governing how soon a spin-out structure 
can be altered (to ensure taw-free status), we believe two years is the generally accepted timeframe. 

. 
likely to consolidate into DISC4 as they voted in 2005 (as did DISCA and COX) to base DCI employees’ long-term 
incentive compensation plan on DISCA’s stock price (we find it hard to imagine they would vote this way and then not 
consolidate the structure, as it would only serve to hurt DCI employees unnecessarily). 

We envision three primary scenarios for DISCA to become a fi~lly-consolidated operating company (vs. holding 
company): 

. 
receiving a premium valuation in return for relinquishing its voting control at DCI. 

. 
premium); receiving enough DISCB (super-voting; 10 votes per share) shares to eliminate John Malone’s voting 
control ofDiscovery Holdings Co. 

. Least Likely: Newhouse sells its stake in DCI to DCI for cash and/or assets (or sells its stake directly to 
While Cox chose this method -trading its ‘h ownership in DCI for the Travel Channel (to reduce its debt and to gain 
100% control of an asset), we believe Newhouse has no need to reduce debt and likely wants to participate in the long- 
term upside of DCI, even if they only control a portion of the asset. 

Liberty Media first announced its intention to spin-off DISCA on March 15,2005, with the spin-out actually 

WhileNewhouse has not officially communicated its intentions as to its 113 stake in DCI, we believe they are 

Most Likely: Newhouse trades its 1/3 ownership in DCI at a 15-20% premium valuation into DISCA shares; 

Less Likely: Newhouse trades its 113 ownership in DCI directly into DISCA and DISCB shares (no valuation 

DHC.I.D.0000193 



While the collapsing of the holding company structure could drive significant stock price appreciation at DISCA 
(despite the potentially dilutive nature of the transaction), the key drivers of our BUY rating on DISCA are (for more 
detailed information, see our June 7,2007 report, entitled: Globally Exploitable Content, with Room for Margin 
Improvement; Raising Target Price to $28.50): 

. Ratings Strength across DCI’s networks 

Leveraging the Viewership of Core Channels to Drive VisibilityRatings at Emerging Nets ’ 

. Shutting Down Retail Stores 

. Reducing Cosmeo (consumer education) Losses 

Increased Focus on Ancillary Revenues, particularly DVDs 

Ensuring all Networks have a Strong Brand Identity with Substantial Original Programming 

Focusing on International Profitability, not Simply Being in Every Country to Say you are Global. 

. 

. 

. 

APPENDIX 

IMPORTANT DISCLOSURES AND ANALYSTS’ CERTIFICATIONS 

Analyst Certification 

I, Richard S. Greenfield, hereby certify that the views expressed in this research report accurately reflect my personal 
views about the subject companies and their securities. I also certify that I have not been, and will not be, receiving 
direct or indirect compensation in exchange for expressing the specific recommendations in this report. 

I, Mark D. Smaldon, hereby certify that the views expressed in this research report accurately reflect my personal views 
about the subject companies and their securities. I also certify that I have not been, and will not be, receiving direct or 
indirect compensation in exchange for expressing the specific recommendations in this report. 

Analyst Stock Ratings 

Pali Research‘s ratings are defined as follows: 

BUY - A stock that is expected at initiation to produce a positive total return of 15% or greater over the 12 months 
following the initial recommendation. The BUY rating may be maintained following initiation as long as it is deemed 
appropriate, notwithstanding price fluctuations that would cause the target to fall outside of the 15% return. 

SELL - A  stock that is expected at initiation to produce a negative total return of 15% or geater over the next 12 
months following the initial recommendation. The SELL rating may be maintained following initiation as long as it is 
deemed appropriate, notwithstanding price fluctuations that would cause the target to fall outside of the 15% return. 

NEUTRAL - A  stock that is not expected to appreciate or depreciate meaningfidly over the next 12 months. 

Disclosure of Distribution of Ratings 
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Pali Research, the research arm of Pali Capital, Inc. must disclose in each research report the percentage of all 
securities rated by the member to which the member would assign a “buy”, “neutral” or “sell” rating. Below is the 
distribution of Pali Capital’s research recommendations as of the end of the first quarter of 2007: 

As of the end of the most recent calendar quarter (March 3 I, 2007), Pali Capital, Inc. had investment ratings on 39 
equity securities. 

All required disclosures, including price charts, designating ratings and price targets on all Pali Research-rated stocks 
are available upon request by contacting msmaldon@palicapital.com. 

Subject companies in each rating category for which Pali Capital has provided investment banking services within the 
last 12 months is 0%. 

Unless otherwise noted, all prices are as of the close on June 8,2007. 

Valuation Methodology 

Our target price of $28.50 is based on a 5x ‘08E EBITDA multiple for Ascent Media and a 14x multiple on DICSA’s 
two-thirds ownership of DCI (note: fixing Ascent at 5x EBITDA implies that DISCA is currently trading at 15x its 
share of DCI ‘07E EBITDA). Our target price equates to a 2 2 . 6 ~  multiple of proportionate ‘08E free cash flow. 

Risk to Our Valuation and Price Target 

. 
the next several months, we believe consolidation of the DCI stake is necessary over the next 12 months to achieve our 
price target. 

. 
to sell or upstream their stake, a key risk is at what price (relative to the current DISCA market value) will they agree to 
a transaction, given their controVmanagement rights. 

. 
success of new programming, we are not particularly concerned with this issue. 

. Weakness in the overall advertising market. While DCI should benefit from its improved ratings and outperform 
the overall advertising market, to the extent that the overall cable television advertising market weakened dramatically, 
it would be difficult for DCI to grow its advertising revenues. 

General Risks of Equity Investing 

Investors need to be aware that investments in equity securities may pose significant r isks due to the inherent 
uncertainty associated with relying on forecasts of various factors that can affect the earnings, cash flow and overall 
valuation of a company. Any investment in equity securities should be facilitated only within the context of 
diversification by asset class, industry, company, as well as investment objectives and time horizon. 

For additional information, please contact your Pali sales and trading representative at (212) 259-2000. 

Inability to Consolidate Advance/Newbouse’s stake in DCI. While we do not believe this will impact shares in 

Dilutive Transaction with AdvanceMewhouse. Even if DISCA or DCI is able to convince Advance/Newhouse 

Significant decline in the ratings at any of the core DCI cable networks. Given the recent rebound in ratings and 

Copyright 2007 Pali Research, the research arm of Pali Capital Inc. All rights reserved. Any unauthorized use or 
disclosure prohibited. 

Pali Capital, Inc. (“Pali“) does not accept orders via email, please contact your Registered Representative for execution 
assistance. 
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Neither the information nor any opinion expressed constitutes an offer, or an invitation to make an offer, to buy or sell 
any securities or any options, futures or other derivatives related to such securities ("related investments"). This 
publication was furnished on the condition that it will not form a primary basis for any investment decision. Each 
investor must make its own determination of the appropriateness of an investment in any securities referred to herein 
based on the legal, tax, and accounting considerations applicable to such investor and its own investment strategy. 

Pali Capital Inc. does not have investment banking relationships with the firm(s) whose security is mentioned in this 
report. Neither the analysts responsible for this report nor any related household members are officers, directors, or 
advisoly board members of any covered company. No one at a covered company is on the Board of Directors of Pali 
Capital Inc. Neither Pali Capital Inc. nor any of its owners, officers or employees own shares equal to one percent or 
more of the company in this report. 

This communication may contain information that is legally privileged, confidential or exempt from disclosure. 
No confidentiality or privilege is lost or waived by mistransmission. If you are not the intended recipient, 
please notify the sender via return email immediately and delete this message from your system. 
Disclosure, use, distribution or copying this message, any attachments thereto or their contents is shictly prohibited. 

Please see our website, m.palicapital.com for further information on disclosures and terms of use. 

Attachment: DISCA 6-1 1-07 CC.pdf 
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PALI RESEARCH 
June 11,2007 

Discovery Holding Co. 
Holding Company Structure May 
Collapse In Near Future 

While our BUY rating on DlSCA is premised on the rapid growth 
prospects we foresee for Discovery Communications Inc. (currently 
2/3 owned by DISCA), we believe the collapsing of DISCAs holding 
company structure could accelerate the realization of our target 
price. Following a consolidation of Newhouse's 113 stake into 
DISCA. DlSCA would finally be able to optimize its capital structure 
(increase leverage 1-2 turns at least) to take advantage of its strong 
free cash flow (minimal cap/ex requiremen1.s at DCI). In addition, if 
DlSCA was fully-consolidated, we believe Ihe company would be a 
leading acquisition target for a wide range of media companies 
looking to own a global, content creation company, with margins 
well below industry levels (and whose earnings growth is just 
beginning to reaccelerate). 

While the timing of a consolidation of Newhouse's stake in DCI 
is uncertain, we sense the timing could be in the near future. 

Liberty Media first announced its intention to spin-off DlSCA on 
March 15, 2005, with the spin-out actually occurring on July 21, 
2005. While there do not appear to be explicit tax rules 
governing how soon a spin-out structure can be altered (to 
ensure tax-free status), we believe two years is the generally 
accepted timeframe. 

While Newhouse has not officially communicated its intentions 
as to its 113 stake in DCI, we believe they are likely to 
consolidate into DISCA, as they voted in 2005 (as did DlSCA 
and COX) to base DCI employees' long-term incentive 
compensation plan on DISCA's stock price (we find it hard to 
imagine they would vote this way and then not consolidate the 
structure, as it would only serve to hult DCI employees 
unnecessarily). 

We envision three primary scenarios for DlSCA to become a 
fully-consolidated operating company (vs. holding Company): 

Most Lilcely: Newhouse trades its 1/3 ownership in DCI at a 1 5  
20% premium valuation into DlSCA shares; receiving a premium 
valuation in return for relinquishing its voting control at DCI. 

PALI CAPITAL, INC. 
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PALI RESEARCH June 11,2007 

Less Likely: Newhouse trades its 113 ownership in DCI directly into DISCA and DlSCB 
shares (no valuation premium): receiving enough DISCB (super-voting: 10 votes per share) 
shares to eliminate John Malone's voting control of Discovery Holdings Co. 

Least Likely: Newhouse sells its stake in DCI to DCI for cash and/or assets (or sells its stake 
directly to DISCA). While Cox chose this method - trading its 'h ownership in DCI for the 
Travel Channel (to reduce its debt and to gain 100% control of an asset), we believe 
Newhouse has no need to reduce debt and likely wants to participate in the long-term upside 
of DCI, even if they only control a portion of the asset. 

While the collapsing of the holding company structllre could drive significant stock priie 
appreciation at DlSCA (despite the potentially Uilutive nature of the transaction), the key drivers of 
our BUY rating on DISCA are (for more detailed information, see our June 7 ,  2007 report. 
entitled: Globally Exploitable Content, with Room for Margin Improvement; Raising Target Price 
to $25.50): 

Ratings Strength across DCl's networks 

Leveraging the Viewership of Core Channels to Drive VisibilityiRatings at Emerging Nets 

Shutting Down Retail Stores 

Reducing Cosmeo (consumer education) Losses 

Increased Focus on Ancillary Revenues, particularly DVDs 

Ensuring all Networks have a Strong Brand Identity with Substantial Original Programming 

Focusing on International Profitability, not Simply Being in Every Country to Say you are 
Global. 

20f5 PALI CAPITAL, INC. 
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PALI RESEARCH 
APPENDIX 

iMPORTANT DISCLOSURES 

Analvst Certification 

ID Ah .YSTS' RTlFl Ti 

June 11,2007 

JS 

I, Richard S. Greenfield, hereby certify that the views expressed in this research report accurately 
reflect my personal views about the subject companies and their securities. I also certify that I 
have not been, and will not be, receiving direct or indirect compensation in exchange for 
expressing the specific recommendations in this report. 

I, Mark D. Smaldon, hereby certify that the views expressed in this research report accurately 
reflect my personal views about the subject companies and their securities. I also certify that I 
have not been, and will not be, receiving direct or indirect compensation in exchange for 
expressing the specific recommendations in this report. 

Analvst Stock Ratinas 

Paii Research's ratings are defined as follows: 

BUY - A stock that is expected at initiation to produce a positive total return of 15% or greater 
over the 12 months following the initial recommendation. The BUY rating may be maintained 
following initiation as long as it is deemed appropriate, notwithstanding price fluctuations that 
would cause the target to fall outside of the 15% return. 

SELL - A  stock that is expected at initiation to produce a negative total return of 15% or greater 
over the next 12 months following the initial recommendation. The SELL rating may be 
maintained following initiation as long as it is deemed appropriate, notwithstanding price 
fluctuations that would cause the target to fall outside of the 15% return. 

NEUTRAL - A stock that is not expected to appreciate or depreciate meaningfully over the next 
12 months. 

Disclosure of Distribution of Ratinas 

Pali Research, the research arm of Pali Capital, Inc. must disclose in each research report the 
percentage of all securities rated by the member to which the member would assign a 'buy", 
"neutral" or "sell" rating. Below is the distribution of Pali Capital's research recommendatins as 
of the end of the first quarter of 2007: 

Rating Distribution 
BUY I Neutral I Sell 

Pali Research 59% I 33% I 8% 

As of the end of the most recent calendar quarter (March 31. 2007). Paii Capital, inc. had 
investment ratings on 39 equity securities. 
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Ail required disclosures, including price charts, designating ratings and price targets on all Pali 
Research-rated stocks are available upon request by contacting msmaldon~DalicaDital.com. 

Subject companies in each rating category for which Pali Capital has provided investment 
banking services within the last 12 months is 0%. 

Unless otherwise noted. all prices are as of the close on June 8,2007. 

Valuation Methodoioqy 

Cur target price of $28.50 is based on a 5x 'OBE EBITDA multiple for Ascent Media and a 14x 
multiple on DICSAs two-thirds ownership of DCI (note: fixing Ascent at 5x EBITDA, implies that 
DlSCA is currently trading at 15x its share of DCI '07E EBITDA). Our target price equates to a 
22.6~ multiple of proportionate '08E free cash flow. 

Risk to Our Valuation and Price Taraet - Inability to Consolidate AdvancelNewhouse's stake in DCI. While we do not believe this will 
impact shares in the next several months, we believe consolidation of the DCI stake is 
necessary over the next 12 months to achieve our price target. 

Dilutive Transaction with AdvancelNewhouse. Even if DISCA or DCI is able to convince 
AdvanceiNewhouse to sell or upstream their stake, a key risk is at what price (relative to the 
current DISCA market value) will they agree to a transaction, given their cOntroVmanagement 
rights. 

Significant decline in the ratings at any of the core DCI cable networks. Given the recent 
rebound in ratings and success of new programming, we are not particularly concerned with 
this issue. 

Weakness in the overall advertising market. While DCI should benefit from its improved 
ratings and outperform the overail advertising market, to the extent that the overall cable 
television advertising market weakened dramatically, it would be difficult for DCI to grow its 
advertising revenues. 

* 

General Risks of Eauitv lnvestinq 

investors need to be aware that investments in equity securities may pose significant risks due to 
the inherent uncertainty associated with relying on forecasts of various factors that can affect the 
earnings, cash flow and overall valuation of a company. Any investment in equity securities 
should be facilitated only within the context of diversification by asset class, industry, company, 
as well as investment objectives and time horizon. 

For additional information, please contact your Pali sales and trading representative at (212) 259- 
2000. 
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Copyright 2007 Pd i  Research, the research arm of Pali Capital Inc. All rights reserved. Any unauthorized use or 

disclosure prohibited. 
Pali Caplid. Inc. (Tali.) does no1 accept order$ via email, please contact your Registered Representative fa execution 
assistance. 
Nether the information nor my opinion expres5ed constitutes an offer, or an invktion Io make an offer. Io buy or sell any 
securities or any options. Iutures or Dther derivatives related to such sawrilies ('related investments'). This publication 
was furnished on the condhion that it will not form a primary k i r  for any investment decirkn. Each invedor mu51 make 
lis own determination of the appropriateness 01 an investment in any recuntier referred to hemin bssed on the legal, lax. 
and accounting considemtionr applicable Io such investor a d  itr own inmslmenl slmlegy. 
Pali Capilal lnc. does not have investment banking relationships with the firm(s) whose security is mentimed in this 
report. Neilherthe analysts responsible lor lhis report nor any related household members are officers, 61reclors. or 
advisory board members of any covered company. No one ai a covered company is on the b a r d  ot Direclorr 01 Pdi 
CapM Inc. Neither Pali Capifal Ins. nor any of 'ts ownem, officers or employees own shares equd lo one percent or more 

of the company in this report. 
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Discovery Shakes Up Management 

By Brooks Barnes 

Four top executives at D i m e r y  Communications are to leave the cable network giant, a result of a 
shakeup engineered by Discovery's newly installed Cu), Dmid Zaslav. 

The departing executives include BiUy Campbell, president of Discovery Networks U.S.; Dawn McCall, 
president of Discovery Networks International; Maureen Srnia general manager of Animal Planet M e b :  
and Pandit Wright, senior executive vice president of human rewurces. 

Mr. Zaslav, who twk over as CEO just last month, wants to strengthen some of Dimcry's core brands, 
which include Discovery Channel, Animal Planet, TLC and Travel Channel. Analysts and some advertisers 
have criticized the company in recent years for watering down its various brands by launching a blitz of 
new digital channels and favoring flashier reality shows over staid educational documentaries. 

The rwrganization is also designed to make the wmpany leaner and more aggressive when it comes to new 
media. Rather than the centralized decision-making structure Discovery has built over recent years, Mr. 
Zaslav wants to push authorit). and accountability down to individual channel and brand managers. 

Broadcasdng Br Cable - Febtuary 5,  2007 

Major Shake-up at Discovery 

By Anne Becker 

Just three months after he was named PresidentCEO of Discovery Communications, Daxid Zaslav is 
cleaning house, ordering a sweeping rwrganization that does away with D i m e r y  Naworks President 
Billy Camphell, and a slew of other senior managers. 

Discovery Networks International President Dawn McCall, Human Resources chief Pandit Wright and a 
duo of channel presidents are out, while marquee company outsiders, incluhg analyst Tom Wolden and 
former Paramount syndication chief Joel Berman, have been relained as wnsultants 

Zaslav, who decamped the senior ranks of NBCU to join Discovery in November, informed wmpany 
employees of the changes this aflemoon with a bluntly-worded multiple-page internal memo entitled 
"Positioning Discovery for Growth: A Message from David Zaslav." 

ThereiR he detailed those executives' fates under a three-pronged plan: "build strong brands," "create a lean 
and aggressive organization," and "lead in new media and brand extension" As part of the plan, he has 
eliminated Campbdl's position altogether, organiring network general managers into five branded groups 
that will report directly to him. 

The move isn't wholly surprising, as it was widely speculated that Camphell would be leaI6ng Discovery 
had he not been chosen for the PresidenVCEO slot that Zaslav got. 

Ad Sales and f i l i a t e  Sales and Marketing Presidents Joe Abruzzese and Bill Wyn keep their jobs, 
but now report to Zaslav. They had reported to Campbell. 
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Also keeping her job is Discovery Channel PresidenUGM Jane Root, who bas overseen a recent ratings 
resurgence at the channel and will now oversee the Science Channel with Discovery as the first of the five 
network brand groups. Staying as well is Travel Channel chief Pat Younge, wbo uill bead the second gronp 
as F'residenUGM of Discovery Travel Media. 

Out in the shuffle is TLC PresidenUGM David Abraham, who will leave Discovery in March after hvo 
years to take a new job in the IJK, while the company lwks for a replacement to head TLC, the third 
branded group. Also out is Animal Planet General Manager Maureen Smith, who will leave the company 
Marjorie Kaplan is being promoted from heading Discovery Kids to be President and GM of Animal Planet 
Media and Diswvery Kids Media, the fourth group. Len Tacconi stays as President, Discovery Health 
Media Enterprises, the final branded gmup. 

While the heads of the five groups will oversee production, marketing new media, communications and 
research - with support fmm ad sales and business development - each will be assisted by a senior business 
manager, similar to a ChieSOperating Ofticer. The company is searching for candidates for those slots 

Discovery will also Iwk to fill a new position as bead of Business Development, tasked with centralizing at 
the corporate level acquisitions and partnerships in the new media space. 

Assisting in those moves will be at least two b i g - m e  consultants. Tom Wolzieq intimately familiar with 
Discovery board member Liberty Media after running Sanford Bernstein's media practice, will advise the 
company on its global growth strategy. Joel Berman, who last headed mdication for Paramount Pictures 
and CBSParamount Television, will advise on syndication strategy. 

Two new divisions are being formed, Diswvery Studios and Emerging Networks Group. The former Will 
encompass the company's productioq films, creative resources and short-form content groups and nil1 be 
headed by company veteran Clark Bunting. The latier, likely inspired hy NBC Us group of the same name, 
will include Discovery's smaller digital channels - the Military Channel, Discovery Times Channel, 
Discovery Home Channel and Discovery HD Theater. The company is looking for a head of that group. 

Executive VP, Operations Mark Hollinger ~ also floated as a CEO possibility pre-Zaslav - is k i n g  
promoted to head a new Global Businesses and Operations divisioq adding oversight of commerce and 
international departments. Out is Discovery Networks International President Dawn McCall, a 20 year 
company veteran, and in her place as PresidentICEO of the division is Greg Rima, w-ho was last CEO of 
MTV International from 1996-2003. 

In two other big changes, Human Resources Senior Executive Vice President Pandit Wright is leaving the 
company. In her place is Adria Alpert-Romm, who last led HR for NBC TV Entertainment and News. 
Separately, Diswvery Education President Steve Sidel will keep his position but will report to Goodwyq 
now president, Domestic Dimintion and Enterprises. 

"The goal is to maintain Discovery's leadership as the numher-one nonfiction media company in the world 
while cIarif)lng responsib es, improving financial performance and ultimately creating more shareholder 
value," Zaslav wrote in the memo, characterking the changes as "substantial." 

After his appointment in November, Zaslav praised Discovery's executive team to B&C when asked about 
any possible reorganization. 

After a lengthy search Discovery announced zaslav as PresidentICEO in November. He left NBC U as 
head of Cable and Domestic TV and New Media Distribution and replaced Discovery's outgoing CEO 
Judith McHale, who officially left Dec. 1. 
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Campbell, Others Out io Discovery Shakeup 

By Steve Donohue 

Discovery Networks US. president Billy Campbell is one of several top executives leaving the company 
under a shakeup and reorganization announced by Discovery Communications CEO David Zaslav Monday. 

Also leaving DCI are TLC president and general manager David Abraham, Animal Planet Media GM 
Maureen Smith, Discovery Networks International president Dawn McCall and DCI senior vice president 
of human resources Pandit Wnghi 

Zaslav, who was named CEO of DCI in November, formed an emerging-networks group that will include 
Military Channel, Discovery Times Channel, Discovery Home Channd and Discovery HD Theater. Each 
channel will have a GM, and Discovery is looking to recruit an executive to run the group. 

Other moves announced by Zaslav: 

- The company is conducting a search for a new president of TLC, who will replace Abraham. 

Marjorie Kaplan was promoted to president and GM of Animal Planet Media and Discovery Kids Media 
a new unit that includes Discovery’s family-focused neiworks 

* Former MTV Networks International chief operating officer Greg Rim was named president and CEO of 
Discovery Networks International. He replaces McCall. 

* Zaslav’s former NBC colleague, Adria Alperl-Romm, was named senior executive VP of H R  She 
replaces 12-year veteran Wright 

- Aiiiliate-sales veteran Bill Goodwyn was promoted to president of domestic distribution and enterprises. 
Discovery Education, run by president Steve Sidel, will q o r t  to Goodwyn, Zaslav said. 

The company formed a new Discovery Studios unit that will house Discovery Production Group, Discovery 
Films and Dimvery Creative Resources. Clark Bunting was named president of Discovery Studios. 

Mark Hollinger was promoted to president of global business and operations 

Zaslav is also turning to consultants to help restructure the company. Former NBC and Sanford C. 
Bernstein consnltant Tom Wolzien was retained as a consultant to help DCI ‘ktter clarify the company’s 
opportunities in digital television, the Internet and new-media platfonns,” Zaslav said. 

And former CBSIParamount Telalsion president of worldwide television didbution Joel Berman was 
signed as a consultant to help DCI monetize its library through domestjc and international syndication deals. 
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Two Top Executives to Leave Discovery Communications 

By Richard Siklos 

Two of the most senior executives at Discovery Communications are leaving the company under a 
management restmchuing that will give David M. Zaslav, the company‘s new chief executive, a more 
hands-on role in running the company’s core cable TV channels. 

As part of the restructuring the heads of the company’s main channels - the Discovery Channel, TLC and 
Animal Planet - uill now report to Mr. Zaslav, a former NBC Universal executive who joined the 
company in December. 

William M Campbell, the head of Discovery’s United States channels since 2002, is leaving the company, 
and his position is not being filled. D a m  L. McCall, the president of Discovery Neiworks International, is 
being succeeded by Greg Ricca, a fornier chief operating officerof MTV International. Mr. Ricca will 
report to Mark Hollinger, who has been the company’s senior vice president for operations but was 
promoted today to president of global businesses and operations. 

Other executives including the general managers of the TLC and Animal Planet channels are leaving the 
company. Dimvery also replaced its head of human resources with a former colleague of Mr. Zaslav’s at 
NBC Universal. 

In an interview, Mr. k l a v  described the moves - along with a realignment of the company’s channels 
and programcreation businesses - as part of an effort to simplify the company for growth. “This is about 
focusing on creating a lean culture with less layers so that we’re more efficient, we’re faster,” he said. “And 
I want to get my hands on the key jewels at this company.” 

To assist him, Mr. Zaslav said he had also hired hvo figures well known in the media industry as 
consultants. Tom Wolzien, a former media analyst for Sanford C. Bemstein & Company, will advise on the 
company’s global growth straiegy; Joel Berman, the former president of worldwide television Distribution 
for Paramount Pichues and CBSIPammouni Television, will advise the company on how to syndicate its 
original programming. 

In one important respect, Mr. Zaslav said, Discovery is different from other popular cable channels like 
USA Networks or TBS in that it owns so much of its own programming rather than relying on r e m  from 
network television. He said the new structure would give the heads of each Dimvery channel more 
antonomy in developing programming and responsibility for their financial performance. 

In the third quarter of 2006, Discovery Communications generated operating income of $160 million, down 
from $166 million in the previous year, as revenue increased to $722 million from $629 million. The 
privately-held company is 50 percent o w e d  by Discovery Holdings, a subsidiary of Liberty Media 
Corporation; a,hile Advance Communications and Cox Communications each own 25 percent 
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Heads Roll at Discovery 

New Discovery Communications CEO Daxid Zaslav is cleaning house 

Several senior exwutives including Dismvery Networks U.S. President Billy Campbell, whose position is 
being eliminated, are leaving the company. Also on their way out: The heads of Animal Planet Media, 
human resources and iniemational. Mr. Zash, who came Io D i s m q  last month, is assembling his oun 
team ~ 4 t h  more executives reporting directly to him. 

The head of TJX, David Abraham, is also leaving the company to tahe a new position in the U.K 

Mr. Zaslav, who replaced long-time Discovery president Judith M a l e ,  said in a memo released Monday 
that the organizational changes are designed to help the company build strong brands, create a lean and 
aggressive organization and lead in new media and brand exension. 

“These changes are subsiantial,” Mr. Zaslav said in a memo. ^The goal is to maintain Discovery’s 
leadership as the No. 1 non-ficiion media company in the world, while clarifj4ng responsibilities. 
improving h c i a l  performance and ultimately creating more shareholder value.” 

In the new organization, the executive VP-general managers of five nehvork brand groups have been 
promoted to president-general manger and uill report direaly to Mr. Zaslav. J o e  Abruzzese, the head of 
advertising sales, and Bill Gcodmq head of affiliate sales and marketing, also will report directly to MI. 
Zaslav. 

Under the new structure, the network brand groups are headed by: 

Jane Roof president and GM of the Discover Channel also oversees the Science Channel. 

Pat Younge, president of Discovery Travel Media. 

M a j o r i e  Kaplq  who is being promoted to president and general manager of Animal Planet Media and 
Discovery Kids Media. At Animal Planet, she replaces Maureen Smith, who is leaving the company. 

Lee Tacconi, president of Discovery Health Media Enterprises. 

. At TLC, a search will be launched for a new president to replace Mr. Abraham. 

Mr. Zaslav said each president will assume additional responsibilihi for produciioq markeiing, new media, 
communications and research. 

Mr. Zaslav is forming a new unit, Discovay Stndios, that will he comprised of the Discoveq Prcduciion 
Group, Discovery Films, Discovery Creatim Resource and the Preditar short-form unit. Discovery Stndios 
will be headed by Clark Bunting, who ail1 also report to Mr. Zaslav. 

He’s also introducing an Emerging Networks Group that will include Military Channel, Discovery Times 
Channel, Dismvery Home Channel and Discovery HD Theater. A search is on to fill the president’s 
position for the new unit 

Mark Hollinger is being promoted to president, global business and operations and Greg Ricca is joining 
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the company as president and CEO of Discmeq Yetuorks Intemtional lie joins Discoteq from Viscom, 
u here hc uas chicfopcrating officer of WIT' lntcrnauonal from 1996 io 2001 He will repon to hfr. 
Hollinger and replaces Daun McCall, ulio had k e n  unh the company for 20 years. 

A h a  Upen-Romm isjoining Diwmcry 2s senlor execuuve \P of human resources, from N3C L'nlversnl. 
Shc replaces Pmdit Wnght, mho lias been with Diswvery for 12 yars.  

Under the neu orgauiation. Dlxoven Educauon ail1 repon to hfr Gocdny~, n,ho takes on the nea' tide 
of president domesuc dsmbution and entcrpnws. 

MJ Zaslav said he i s  also searchmg for a new head of business development for the wmpan). He hu also 
hired Tom Wolzien as a consnlmt to work with the company on o p p o ~ r i e s  ~n digital teloisioR the 
internet and ncP' i n A a  pl3lrornis. M I  Wolnen had becn an analyst at Sanford C. BcrnsteiR uliere lie 
covered media cornparues including Libcny \ledw one of Dismvcry's ounen Joel Bcmun, former 
prnideni of uorlduide tcle\is~on dimbution for Panmount PicrUres and CBSParamoiint Trlaision, has 
been retained as a concdtant on the compmy's qndicauon strdtegv 

Coble36O.,,ef -February 5 ,  2007 

Zaslav Rips Up Discovery Org Chart 

By Shirley Brady 

Less than two months after being name 
over a month on the ioh. David Zaslav I 

?resident ar 
lay announr 

CEO at Discovery Communications Inc. and just 
I a major shake-up of its senior corporate ranbs that 

will see a nnmkr of lop executives leave &e company, including Discovery Networks U.S. president Billy 
Campbell, who u'as passed over for Zaslav's new job and whose position is being eliminated. 

- .  

Zaslav, who was named DCI's top executive on Nov. 16, also banded walking papers to Animal Planet 
EVP and GM Maureen Smith, who was hired by Campbell and promoted in November to head up Animal 
Planet Media, which will now be overseen by Marjorie Kaplan in her new supersized role as president and 
GM of Animal Planet Media and Discovery Kids Media, which she previously ran 

Discovery Networks International president D a m  Mccall was also ousted to make room for Greg Rima, a 
former MTV Netwoks International COO, who will become president and CEO of DNI. 

DCI's well-liked human resources head, senior EVP of HR Paadit Wright, got pink-slipped and is being 
replaced in the top HR spot by Adria Alpen-Ro~mq who worked with Zaslav at NBC Universal as head of 
HR at NBC TV Entertainment and News. 

Len Tacconi, president ofDiscoveq Health Media Enterprises (who was hired in September and oversees 
Discovery Heallh, FitTV and related properties) now reports to Zaslav, as does Discweq Networks ad 
sales president Joe A b m s e  (a former CBS colleague of Campbell, who brought him to Discovery) and 
filiate sales and marketing president Bill Goodwyn. Discovery Education (including its online 
"homework helper," Cosmeo) president Steve Sidel now reports to Goodwyn. 

TLC's president and general manager David Abraham is leaving DCI at the end of March to return to the 
UK, where he will become CEO of digital broadcaster UKTV With kids in school in the U.K, Abraham 
left his family behind in England when Campbell hired him in Feb. 2005, as did Pairick Y m g e ,  who was 
then named EW and GM of the Travel Channel. Youngc was promoted to run Discovery Travel Media, a 
new unit, last April. 
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A replacfment Tor Abraham is now being sought to nm TLC Younge nom reports directly IO 2.asIav. as 
does fcllou, BRC alum Jane Rml, whose ulle changes to prmdent and Ghl ofthe Discove~y Channel with 
added rcsponsibiliry for b e  Science Channel 

Under DCl's neu corpor;ite svucture, the fiw U S network brand groups are Dimvery Channel (Root); 
TLC (GM TBDj. Disco\,cr). Travel M d a  WoungeJ; Animal Planet \l&a/Dirover) Kids Media 
(KaplanJ, and Dimvery l4ealih MfAa Enlerpnscs (Tacconi). 

Root g n e s  up oversight ofa third network the Military Channel, which mo\'es into DCl's new Emrrging 
Nrtuorks Group (uhcre the lop enecuuve slot is open) Bcsides Miliwry--nhich is repositiorung itself to 
&me llie *voice ofthe troops" according to USA Today-the new EKC UNI wil l  Include Dimwry 
T m s  Channel ( u h o x  fonner h a &  Vivian Sduller, Ins1 year joined the Nen York Times to run its 
website), Discomy Homc Channcl and Discover). HD Theater 

Disuxery \eterm Clark Bunung uill h a d  up Dicmven, Studos, a new' unit which houses Lhe Discovery 
ProdiiRion Group, Discovery Films, Discover). Creative Resources, and a short-form conreni unit k n o w  
as Preditor b! company insiders Zaslav lauded Hunung's long track record at DCI 

.Mark HoUinger uas upped from seNor EVP, corporate opemuons and general counsel, to presidenL global 
buslncsses and operations Hollinger adds oversight of Discover) Commerce (!\hose president, Frank 
Ros;iles, nou reports to h m )  and Discovery Networks Intcrnaiional to his plate. 

Sol surprising gi\en his prmiour role lcading dimbiirion at KBCIPs TV network and ouncd content. 
Zaslav announced a move into s\ndication of Disco, cry netuorks' ouned TV product Joel B e n n q  former 
president of aorldaide lelmision diqribulion for Paramount Pictures and CHSlParaluo~mt, has been 
remined by Zarlsv 3s a consultant to explore "how to kst  rnoncli7c our Iibraq and daelop nhat a n  be be 
an aggessivr syndicauon nraregg for Discovery's content domeSicall) and around lite uorld.' 

Veteran Wall Street m&a analyst Tom Wol7cin was also hired as a consultint to help Discovcry's %Nor 
mmagement on a n  "m,erall global groaih Rrateg) and hoiv lo  kiter clanly the company's oppomit ies  i n  
dig131 teln.ision the internet and new mfAa plaforms." 

Not mrntioned in tcday's reluse 

- the U S Hispanic Netuorb Croup (run by Luis Silkwasser) - Disco5,en New Media, u hich l ~ s e s  Discovery HD Theater to the new Emerging Networks Croup 
* tao channels onned by BBC WorlduidcRBC Amenca 3nd BBC World Seus-Ilal DCI distributes in 
the U.S. 
* Roger Millay, who was hired as CFO in September &om Airgas, Inc. 

Today's press release didn't mince words about the sweeping nature ofthe reorganization, which reunites 
Zaslav with some long-time trusted associates (Wolzein, Berman, Ricca and AlpeaaOmm). 

"These changes are suhstantial," Zaslav commented. "The goal is to maintain Discovery's leadership as the 
nmnber-one non6ction media company in the world, w w e  clarifping responsibilities, improving financial 
performance, and ultimately creating more shareholder value." 

The announcement said the executive shufne was based on Zaslav's threepart mandate for DCI going 
foward, which was outlined in the release as: 

- Build S m u g  Brands. "As consumers bave more and more choice, we must reinfnrce and clarify the 
positioning of all  OUI brands. There is m question that the Discweq Channel is the company's primary 
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asset. But we have a tremendous portfolio with some of the most valuable brands in the world." 

* Create a Lean and Aggressive Organization "Creating a lean and aggressive organization that fosters a 
real performance culture is Vital to our success. The objective is to push authority and accountability down 
across the company." 

* Lead in New Media and Brand Exension. "Building cable channels and enhancing iheir performance is 
not enough in this wmpetitive marketplace. We need to focus on leading in new media and 'building out' 
our entiuement for each brand. This includes mating new brand extensions and finding new distribution 
platforms for our wnteni" 

The word "lean" in point #2 would ~ t u r a l l y  raise fears of layoffs, particularly in an organization of more 
than 5,000 employees in 170 countries. Still, Alped-Romm, as new head of HR, will be busy placing 
candidates in a number of key roles. 

Besides searching for execs to run TZC and the Emerging Networks Group, Zaslav plans to hire "a senior 
business manager, similar to a chief operating officer, for each ofthe network brand groups" to give more 
responsibility to each ofthe U.S. network groups, which uzere previously centralized under Campbell. 
Zaslav is also searching for "the next head of Business Development. This role will centralize the 
operations of the corporate business development activity and lead the team devoted to analyzing and 
determining the growth priorities for DCI's global asxts. As the [network brand group] General Managers 
fccus on buildmg new media exdensions for their brands, the bead of business development will centralize, 
at the corporate level, the planning for acquisitions, joint ventures, and other potential uamershius in the 
digital and new media space." 

Today's shake-up at DCI HQ in Silver Spring, MD (where Zaslav is moving his family after this school 
year ends) comes a day before his old shop, NBC Universal, is expected to announce Jeff Zucker as 
president and CEO of NBCU, replacing Bob Wright who is exgected to stay on as chairman for a period of 
time after Zucker takes ihe reins later this spring. 

The HollywoodReporier ~ February 6,2007 

Discovery restructures, execs exit 

By Andrew Wallenstein and Kimberly Nordyke 

Dismrery Communications announced a management shakenp Monday that will see the exit of five senior 
execs including Billy Campbell, president of Discovery Networks US. 

The changes were unveiled by Discmrely's new president and CEO, David Zaslav, who came over from 
NBC Universal earlier this year to replace longtime CEO Judith McHale. Zaslav is restructuring the 
wmpany into five overarching brand groups and eliminating Campbell's position, which previously 
oversaw all programming assets 

Also departing Discovery as a result of the reshming are David Ah- president and general manager 
of TZC; Maureen Smith, general manager of Animal Planeq Dawn McCall, president of Diswvely's 
international holdings, and Pandit Wright, senior executive "p of human resources. 

Discovery is also adding new blood as a result of the shakenp. Among the e x s s  filling a slew of new 
positions at the channel are Joel Berman, president of worldwide television distribution for Paramount 
Pictures and CBS/Paramount Television, and Tom Wolzien, aveteran media analystformerlv of Sanford C. 
Bemstein Both men are mming on as wnsultants to the company. 
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